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CHAPTER 1 

INTRODUCTION 

This chapter begins with the background of the study, which will provides an 

overview of the online business industry on the social media. The online business 

which is consists of any social media. Next, the problem statement addresses the 

various issues and gaps identified in this study. Then followed by statement of 

research questions, research objectives, scope of study and significant of study. 

1.0 Background of study 

Since at the first of the Internet, individiuals have shown interest to the 

Internet. According to Internet World Stats' statistics (2012) today more than 

two billion people associated with the Internet and this number shows that 

30% of the total population use the Internet. Subsequently, the Internet can 

be utilized for the upper hand by associations and really it is an effective 

source to utilize (Hamill, 1997) and its been utilizing for a few different 

purposes. Other than that, it has also conveyed an alternate measurement to 

business activities. The Internet has made another business sector for both 

customers and organizations, and has been an option business sector to the 

traditional business sector. Web sites is one of the dominant services in the 

internet which is provide a chance to search information about products and 

services, place a comment or give orders (Hoffman and Novak, 1996). 

Websites is one of the tools of social networking, social media is a 

medium to communicate with the buyer on the online business, sharing 

thoughts, collaborating and collabarating to make expressions, partners, 

plans of action and advancements develop and advance at bewildering speed 

in social media. (Antony M.2008). With a fast developing Internet user 
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